The underlying goal of any private enterprise is to make profit. As regards hospitality industry, one of the safest ways to make a profit is through customer satisfaction with services provided. Even though the term quality is nowadays often used in colloquial language, it still represents a category that has not been thoroughly explored and analyzed. That could be mainly attributed to the consideration that everybody knows what the quality is and what it represents. Therefore, quality as a broad term represents a category that is often used in diverse forms, while management literature suggests several different approaches to defining quality. Barjaktarović [5] points out that the definitions of quality can be grouped as follows:
Manufacturing approach Customer approach Definitions based on process Definitions based on value Transcendental approach The starting point in defining quality comprises two aspects, namely the one that focuses on who provides (creates or offers) services on one side, and the customer (consumer) on the other. Accordingly, quality represents compatibility with production processes from the aspect of manufacturer/producer. From the consumer's point of view, it could be defined as the totality of features and characteristics of a product or service that bear on its ability to satisfy stated or implied needs and expectations [29] . Crosby mainly worked on defining quality from the aspect of production and claimed that quality represents conformance to customer requirements [15] , while Juran identified the quality of the product with its characteristics that can satisfy customers' needs [26] .
However, defining quality of services is much more complex than defining quality of a product, considering the specifics of the service process (services are heterogenic, intangible, non-possessable, cannot be stored, etc.).
Due to all characteristics and differences of services with regard to products, their quality cannot be checked prior to their use. Kotler considers that quality represents a set of all characteristics of a service which come from its capability to fulfill customers' expectations [30] . Avelini defines quality as a level of satisfaction with regard to customer expectations and requirements [3] . Numerous authors believe that service quality is a result of the evaluation process in which service users attempt to determine whether their customer experience matches their expectations [50] , [21] , [27] , [44] .
Service quality is by its very nature an extremely important segment in hotel business, and accordingly, quality is the subject of numerous research, both professional and scientific [45] , [14] , [43] . Čačić [6] defines hotel service quality as a set of its tangible and intangible characteristics based on which interpersonal relations with guests are formed, and their expectations and needs are met. Barjaktarović [5] points out that the core is in service characteristics that enable satisfaction of guests' needs, as they are the ones who can give the final assessment of the level of satisfaction with services experienced. Thus, service quality must fulfill or overcome the customer expectations. Quality defined in such manner encompasses all processes established by employees in work relations with guests and between themselves. The quality of hotel services is often defined as the attitude toward the gap between expectations and experience of services provided [41] , [46] , [24] .
There is a great number of determinants of service quality in tourism and hospitality. Users perceive them through a multidimensional approach and use them as important criteria in the decision-making process [6] . From the customer perspective, the key determinants of hotel service quality are as follows [13] [35] Even though this method is subject to criticism [4], it is still widely used and explored in the hospitality literature and related publications [40] .
The research on customer satisfaction in hospitality using this method has not been conducted so far (it was mainly done on tourism destinations) [20] . The simplicity of the analysis, and yet the clarity of the results it presents, led the authors to the idea of testing guests' satisfaction in hotels in Serbia. Furthermore, the authors have not found a paper that compared guest satisfaction in city and spa hotels using this method. It should be determined whether there is any difference in the importance of certain attributes when it comes to guests' expectations, as the initial motives of taking a trip to a spa or a city hotel usually differ. On the other hand, performance which spa hotels and city hotels can achieve could also differ bearing in mind disposable resources (work force, infrastructure, facilities on the spot, etc.). Therefore, we decided to analyze the satisfaction of guests who stayed in four and five-star hotels in Serbia.
By means of a survey, guests' ratings for hotel attributes were determined in 4 and 5 star hotels in Serbia (total of 50 hotels were observed). We used a direct method -a questionnaire, the guests were surveyed in person, and 1,308 guests filled out the questionnaires correctly. All the information was provided strictly anonymously and voluntarily, with prior consent of the respondents in line with high ethical standards. In this way, the risk of giving socially acceptable answers was reduced as well. The guests rated importance and performance on a fivepoint Likert scale (anchored at 1= very unsatisfied and 5= very satisfied) through 5 attributes in 5 dimensions (25 We selected these attributes because they are evaluated by guests on the most visited Internet distribution systemBooking.com. The website Booking.com™ has a large market share, especially in Europe, operating on a commissionbased model and allowing its registered users to carry out a complete booking procedure online quickly and securely. Shortly after a stay, a user is routinely invited via email to fill out a guest review form. The first part of the form allows users to evaluate the property they stayed in, using a standardized set of criteria, specifically -cleanliness, comfort, location, facilities, staff, and value for money, while the second part of the form gives users the option to write additional comments.
Many authors have analyzed data generated from online reviews but we have decided not to use data from online reviews, because internet distribution systems (IDS) enable quality assessment only to users who make a reservation of hotel services over them.
In order to collect more objective results, we used a direct method -a questionnaire. In that way, we gave the possibility for all guests to rate the quality of those dimensions, no matter how they have reserved the hotel services.
Collected data were analyzed by means of a statistical program IBM SPSS Statistics 22 (descriptive statistics and t-test used in the analysis), while the model we used is based on the importance-performance matrix, which is widely used in marketing. Nonetheless, it has been intensively used in tourism and hospitality in the last couple of years [31] .
Attributes positioning (average importance points, average performance points) is done using an importance-performance matrix whose elements are the cells M(1,1), M(1,2), M(2,1) and M(2,2) (ordinary matrix labeling). Matrix cells M(1,1), M(1,2), M(2,1) and M(2,2) are determined in the following way. Firstly, average values for all attributes are determined (with regard to importance and performance as well). Secondly, two straight lines are set in a coordinate system, parallel to the axes, (axe Importance and axe Performance), which are placed in average rating points. Accordingly, four cells/quadrants are gained M(1,1), M(1,2), M(2,1), M(2,2) in a rectangle (0,0), (5,0), (5,5), (0,5) (importanceperformance matrix graph).
The performance-importance matrix can help managers gain valuable information and compete more successfully. In the outdoor market, some matrix cell tops are determined as follows [22] .
(0,5), 5), (0, pp), pp). As can be seen, the importance and performance ratings were plotted on a matrix divided into four quadrants. Namely, the first quadrant -Possible overkill M(1,1) includes those attributes that are rated low in importance and high in quality performance, while the second quadrant M(1,2) comprises attributes of high importance and high quality performance. The third quadrant -Low priorities M(2,1) includes attributes that are rated low in importance and performance, whereas the last quadrant -Concentrate here M(2,2) includes attributes of high importance and low quality performance.
The results (Table 1) show that the majority of respondents stayed in city hotels. In addition, it is notable that the four-star hotels dominate in the overall structure. When it comes to education, higher education profile prevails. Business travelers make up the majority of respondents in terms of segmentation, while no significant difference could be observed between domestic and foreign travelers. When it comes to gender structure, male respondents prevail in the sample by 11%. The results of importance-performance analysis of guests who stayed in the observed hotels are given below. As previously mentioned, the authors have analyzed seven key dimensions: cleanliness, comfort, location, amenities, staff, value for money and free Wi-Fi usage. For the first five dimensions we analyzed 25 elements. We shall first present a graph which relates to all of the surveyed respondents, and then a graph showing the level of guest satisfaction in city and spa hotels.
We marked the dimensions we analyzed with letters: A for "cleanliness", B for "comfort", C for "location", D for "amenities", E for "staff", F for "value for money" and G for "free Wi-Fi", while other elements were marked with numbers from 1-25.
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Based on the results given in the table above, we can conclude that there are statistically significant differences between importance and perception (p<0.05) in all of the observed dimensions. In order to determine if experience (perception) was in agreement with expectations (importance), the above mentioned IPA analysis was used, and the results are presented in the following graph.
The first quadrant -Possible overkill M(1,1) includes those attributes of low importance and high quality, while the second quadrant -Keep up the good work M(1,2), covers attributes that are rated high in importance and quality performance. The third quadrant -Low priority M(2,1) includes those attributes of low importance and low quality, whereas the last quadrant -Concentrate here M(2,2) includes attributes of high importance and low quality.
Based on the results obtained, we can conclude that guests are satisfied with attributes they consider very important (cleanliness, comfort, staff, value for money, free Wi-Fi), while the results for attributes that guests do not consider very important are not high either (location or amenities).
Moreover, it is notable that in the fourth quadrantConcentrate here, there are no attributes. This shows that there are no elements that guests consider important and 1 Results for all 25 elements can be accessed in appendix - whose quality is not at the expected level. Accordingly, we can conclude that the management of the observed hotels has no reasons to be concerned, but they should pay special attention in the future to those attributes that guests consider very important. Due to the big dispersion in destinations, or more precisely, location of the analyzed hotels (majority of hotels are located in big cities followed by mountain hotels and finally spa hotels) and indicated differences in market orientation and overall business concept between city, mountain and spa hotels, the authors shall use the same method to analyze the guests' ratings for city hotels, and specifically hotels located in the mountain and spa centers.
Based on the above-disclosed results, it can be concluded that there are no statistically important differences only when it comes to location and amenities (p>0.05), while clear statistical differences could be observed in all other dimensions (p<0.05).
The results presented in the previous graph show that guests who stayed in city hotels were satisfied with the quality of those attributes they consider very important. In addition, attributes that they do not consider very important did not perform high as well. However, it is worth noting that the following elements can be found in the fourth quadrant (Concentrate here): proximity to the airport (no. 12) and staff readiness to react in unexpected circumstances (no. 25), which tells us that the management in city hotels should focus more on such matters in the future in order to maintain a high level of customer satisfaction. The following table displays the results received for the analysis of ratings provided by the guests who stayed in mountain and spa hotels.
The above-disclosed results show statistically significant differences (p<0.05) in importance-performance in all of the observed dimensions.
Based on the above-presented results and using the IPA analysis, it is possible to conclude that the guests in mountain and spa hotels are generally satisfied with the attributes they consider very important. However, as with the previous examples, it is notable that there are still a few elements the management should devote particular attention to in the future in order to satisfy guests' expectations. Those elements include: room comfort (no. 7), wellness and spa facilities (nos. 16 and 17) and staff readiness to react in unexpected situations (no. 25). The limitations of this study could be that it was conducted on a national level. However, it should be noted that hotels of the best categories were analyzed, with some of them representing international corporative hotel chains. Thus, the results presented in this study could be considered and generalized in a broader context, which could be the subject of further research in this area. Numerous studies have underlined the importance of customer satisfaction analysis, as shown in the introductory part. In fact, already in the year of 1992, Peterson and Wilson estimated there were 15,000 studies done on customer satisfaction or dissatisfaction [47] . Yet, little has been said about the implementation of this model in hospitality, although it is widely used in tertiary sector. The authors believe that guests' satisfaction reflects in situations when hotel managers deliver expected value for their customers, respectively guests' dissatisfaction occurs in situations when hotel managers fail to deliver the same expected value [18] . This means that guests have certain expectations and that they create the perception about service performance even before they experience it. Hence, we have decided to use the IPA method which precisely portrays the relationship between importance and performance of certain attributes of services provided. Upon the analysis of ratings and attitudes of guests who stayed in four and five-star hotels in Serbia, we can conclude that guests' expectations are generally fulfilled when it comes to attributes they consider important. This was clearly presented in Figures 1, 2 and 3 , where the majority of dimensions tested were grouped in matrix 1,2 indicating a high correlation between what is of "high importance" and "high performance" for the guests. Moreover, the slope indicates that tested hotels are moving into a positive direction, properly assessing guests' expectations. Understanding the importance of certain attributes of hotel service can be crucial for some market segments in the process of service production. Despite such favorable results, it is necessary to perform continuous market research and follow the trend of guests' expectations, as well as the perception of services provided. One such method is the IPA analysis, which has been presented herein. The main advantage of this model for the managers could be the relative simplicity for its implementation. Thus, they could perform this analysis on a regular basis and track their performance according to the changes in customers' expectations. Finally, it could be used as a method of quality improvement through identification of weak points in hotels, as well. 
